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Future trends
04
Employee engagement
strategies must start evolving
to adapt to changing workforce
demographics and culture

Strong employee engagement is now
deemed to be fundamental to a wide
variety of organisational objectives
and outcomes.
This has a strong basis in reality: an
engaged workforce is known to be more
productive, demonstrate higher levels of
performance and, often, its members
act as ambassadors for their employer.
Organisations that have achieved
a successful engagement strategy have
invariably noticed links between employee
engagement, customer satisfaction and,
ultimately, the bottom line.
With all this in mind, surely a strong
employee engagement strategy should
be at the heart of every modern
organisation’s agenda?
However, research consistently estimates
that engagement levels among staff are
typically low, on average, standing
somewhere between 30-40% in the UK.
So, why are so many employers failing
to hit the mark when it comes to engaging
their workforce? Where should employers
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be focusing, or even refocusing, their
people-related efforts and initiatives
in order to boost staff engagement
and achieve their objectives?
And what are the key drivers behind
a successful engagement strategy?
Reward and benefits play a key role
in boosting staff engagement. After all,
if staff feel valued by their employer,
they are more likely to be engaged
with their organisation.
But, in order to achieve their objectives
around this, employers must first of all
engage staff with the benefits on offer.
Without this, employers are unlikely
to see a return on their investment.
This exclusive supplement is designed
to explore both sides of the employee
engagement equation, looking at what
2016 and beyond holds for staff
engagement, how to create an effective
strategy and top tips for engaging
employees with key benefits.
Follow on Twier: @DebbieLovewell

Editor Debbie Lovewell-Tuck debbie.lovewell-tuck@centaurmedia.com Deputy editor Louise Fordham louise.fordham
@centaurmedia.com Features editor Tynan Barton tynan.barton@centaurmedia.com Reporter Marianne Calnan marianne.
calnan@centaurmedia.com Contributors Alison Coleman Senior art editor Phil Gibson, philip.gibson@centaurmedia.com
Commercial manager David D’Souza david.dsouza@centaurmedia.com Sales manager Barry Davidson barry.davidson
@centaurmedia.com Account managers Luke Roberts luke.roberts@centaurmedia.com Emily Holden emily.holden
@centaurmedia.com PA to directors Andreeca Fung andreeca.fung@centaurmedia.com Managing director, Centaur
Financial Services Group Sandeep Saujani Producঞon Wendy Goodbun, Lyndon White eb.producঞon@centaurmedia.com

Employee Benefits Wells Point, 79 Wells Street, London, W1T 3QN
E:
eb.editorial@centaur.co.uk
T:
020 7970 4000, Subscripঞons 020 7292 3719
W: www.employeebenefits.co.uk

3

|March 2016|

employeebenefits.co.uk/employee-engagement

EBS_010316 3

18/02/2016 17:23

employee
engagement
supplement

Mapping out
future possibilities
Employee engagement strategies must evolve to adapt
to changing workforce demographics and culture

Need to know
• The use of technology to support
and increase engagement can also
unlock creativity and innovation
within the workforce.
• Employee engagement strategies
should evolve to reflect changing
workforce demographics.
• Employee wellbeing should form
a core component of any employee
engagement strategy, with a means
of securing employee feedback.

@

RSA Group engages staff
with social media network
bit.ly/1R9szFe
iStock

Alison Coleman |
Freelance journalist

Employee engagement is critical in every
business whatever its size as a driver of
talent retention, enhanced performance,
and ultimately, increased productivity. Yet
the key to higher levels of engagement
continues to elude many organisations.
Engagement is very hard to quantify;
a Gallup poll conducted in 2011-2012
suggested that, worldwide, only 13%
of employees are engaged, a figure that
has barely budged in recent years.
In addition, the survey Employee
engagement: how British business measures
up, published by Red Letter Days for
Business in June 2015, found 36% of
respondents to be engaged. And in its
Spring 2015 employee outlook report,
published in May 2015, the Chartered
Institute of Personnel and Development
(CIPD) found that figure to be 39%, up
from 38% in its autumn 2014 survey. So,
in line with global trends, UK employee
engagement growth has been fairly static.
Economic factors have played a part.
Jonny Gifford, research advisor at the CIPD,
says: “Levels of employee engagement in
the UK have stayed fairly stable overall
over recent years, including before and
after the recession. Although the effects
of the recession clearly hit some people
in aspects of engagement, the number
of high-stress, low-security jobs seemed
to go up.”
One of the challenges facing employers
is being able to measure employee
engagement levels within their own
organisation. The majority of organisations
lean towards the use of traditional online
surveys for feedback, but then fail to
communicate properly the intent of the
survey and the use of the feedback that
they receive.

Read also

“WE’VE SEEN
BIG FIRMS
CARRYING
OUT STAFF
SURVEYS
AND
THEN DO
NOTHING
WITH
THE DATA”
Duncan Brown,
Institute for
Employment Studies

Duncan Brown, head of HR consultancy
at the Institute for Employment Studies,
says: “We’ve seen big [organisations]
carrying out big staff surveys and then
do nothing with the data. We’ve seen
organisations where survey completion
rates are generally good, but the questions
do not offer a lot of guidance. The result
is that employees become disillusioned.”

However, others are seeing a significant
shift away from HR-led attitude surveys
and more in the way of immediate
initiatives to gee up a work unit.
Professor Paul Sparrow, director of
the Centre for Performance-Led HR
at Lancaster University Management
School, says: “Organisations continue
with the same survey measures simply
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for the sake of benchmarking, but their
engagement managers are more savvy
about what the measures tell them and
don’t tell them. In the service sector,
they are more interested in measures
of employee advocacy.”
He adds that the practice of employee
engagement is moving more into the
corporate communications, marketing
and customer service world.
Rethinking the approach
Some organisations are clearly rethinking
their approach to employee engagement, as
evidenced by their use of social technology,
including enterprise social networks that
work like an in-house Facebook.
Gifford says: “In particular, these are
seen as a way to better communicate to
employees about strategy, vision, changes
[and so on] to give employees a stronger,
more effective voice; to help connect
employees, creating stronger communities;
to strengthen employees’ identification
with the organisation; and facilitate ideas
and problem solving from employees.”
More organisations are also
implementing technology to help streamline
business processes, create efficiencies and
improve performance. Increasingly, this
technology is being used to support
and measure employee engagement.
One way employers are doing this is
through the use of ‘ideation platforms’,
such as the one developed by 7billionideas.
Through the platform, employees are able
to submit ideas that deliver quantifiable
time and cost savings for their employer,
which management can review, and in
many cases, subsequently implement
if they wish.
Jenny Pool, co-founder of 7billionideas,
says: “In one FTSE 100 company we
worked with, increasing employee
engagement was its number-one focus
at board level. Since introducing an ideation
platform, employee engagement has risen
and innovation is being captured every
day in its business.”
Measuring impact
A sophisticated reporting system allows
an organisation to see when innovation
is taking place, how often, and by whom,
and the impact this has on cost savings
or revenue generation.
At the same time, employees feel their
ideas are being heard and implemented,
and that they are being recognised for
their contribution, which further boosts
employee engagement, says Pool.
Changing workforce demographics
are also set to shape future engagement
strategies. Generation Y employees, also
referred to as millennials, are those aged
between 18 to 34 who now represent
the largest segment of the workforce.
Having grown up with rapid advances

Statistics
Surveys remain an important tool
A survey of HR professionals and employees published
in November 2015 by publishing firm AB revealed that
the employee engagement survey remains the main
employee engagement assessment tool, with the majority
of respondents running these annually or every two years.
(Source: AB’s The future of the employee survey 2015)

50% 36% 41%
of those who
participate in
employee
engagement
surveys would like
to see improvements
to the process

of participants
were able to
identify changes
made as a result
of the survey

of participants
did not believe
their senior
managers
valued the
survey process

in technology, they want to work the
same way that they shop: online, anytime,
from anywhere, and via mobile devices.
Henry Thompson, director Europe,
Middle East and Africa (EMEA) at customer
service company Zendesk, says: “If we
consider that 41% of millennials say they
prefer to communicate electronically at
work rather than face-to-face, or even
over the phone, businesses must adapt
accordingly to attract, engage and retain
their millennial workforce.

“THE TOPDOWN
ANNUAL
SURVEY
APPROACH
WILL WANE
AS WE SEE
INCREASES
IN THE
BOTTOM-UP
APPROACH”
Ben Moss,
Robertson Cooper

Connect and collaborate
“Providing access to mobile devices and
encouraging the use of social media for
work purposes will not only enhance a
business’s relationship with its employees, it
will enable millennials to instantly connect,
engage and collaborate with colleagues in
ways that are natural to them. Inevitably,
this will lead to better work productivity.”
Workplace wellness is another topic
sitting high on the corporate agenda. As
a result, some believe the very definition
of employee engagement should be
broadened to reflect the growing
importance of health and wellbeing and
the impact that it has on engagement,
rather than treating it as an add on.
Ben Moss, managing director of
business psychology firm Robertson
Cooper, says: “To get an accurate measure
of employee engagement, [employers]
should be asking questions and inviting
feedback from staff on all aspects that
may affect or impact their physical and
psychological approach to their job, and
consider the health and wellbeing factors
affecting employees both in and outside
of work.

“This bottom-up approach allows
employers to demonstrate that they care
and are willing to not only listen but to
make the changes needed to ensure
that all employees are offered the
opportunity to have a good day at work.
In turn, this will reduce absenteeism and
increase productivity.”
In spite of considerable economic
turmoil in the market, most economists
see continued moderate growth in the
UK economy, suggesting little change in
the macro-economic picture, with pay
rises remaining modest. So what does
the year ahead hold for the business
of employee engagement?
Eyeing up talent
Brown would like to see a move
towards greater integration of reward
strategy with overall HR strategy, with
particular focus on development and
talent management.
“Those [organisations] running effective
engagement programmes are the ones
that recognise the links between customer
engagement, employee engagement and
financial performance,” he adds.
Engagement measurement will continue
to deliver key insights, but it will be
pointless in any attempt to truly engage
a workforce unless there are on-going
conversations around what makes
a good day at work.
Moss says: “The top-down annual
employee survey approach will wane
as we see an increase in organisations
adopting a bottom-up approach, focused
on live conversations with employees in
which they are given a platform to voice
what’s important to them.”
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Creating an
internal fan base
People will achieve great things in an organisation
if they are sufficiently motivated and engaged

Robert Ordever | Director of people and operations
O C Ta n n e r

iStock

When recording artists, actors and
celebrities scoop awards, they always take
time to thank their fans; because it is they
that are fundamentally the key to their
icon’s success.
One stunning example of a fan base’s
impact is Beatlemania: the screams of the
Beatles’ hordes of supporters were so
powerful in concerts, that the band made
the decision to stop performing live in 1966
because their music was drowned out at
every gig. Beatlemania epitomised the
snowball effect of fandom, whereby groups
of supporters attract more and more people
to follow them.
On the other side of the coin, a more
recent example of fan power was

“THE
STRONGEST
FACTOR
TO CAUSE
EMPLOYEES
TO DO GREAT
WORK IS TO
RECOGNISE
THEIR GREAT
WORK”

demonstrated by Liverpool football
supporters at Anfield, when thousands
of fans voted with their feet and walked
out at the 77th minute of a match against
Sunderland after a £77 match ticket (up
from £59) and a £1,000 season ticket for
next season were announced the week
before. The result: a U-turn in the increase
in ticket price. The banners in Liverpool’s
Kop read: ‘Supporters not customers’.
There are lessons here to be learned
by employers. Employees could form their
biggest fan base, and they have the power
to make or break their business.
An organisation’s people are the ones
who, if genuinely engaged in its mission and
motivated to achieve great things in the
organisation, will become its living,
breathing supporters; offering world-class
service to customers out of passion, and
converting customers into fans as well.
How to get to this position
Employee engagement is a great start but
it is not the final destination, it is a means
of getting there. We, as leaders, have the
challenge and opportunity to tap into the
power inside all of our people to ignite
great work. This is the difference between
employees just answering a phone call
(because it is their job) and wowing a
client by the way they handled and
resolved an issue.
The OC Tanner Institute wanted to
understand what motivates employees to
become fans in the workplace, contribute
great work and make a difference, so we

asked the following question in a global
survey: ‘What is the most important thing
that your manager or organisation currently
does (or could do) that would cause you
to produce great work?’
The single strongest factor to cause
employees to do great work (three
times more powerful than any other
factor) is recognise the great work of
employees every day, as cited by almost
40% of respondents.
Salary and bonus can never give
employees this sense of deeper meaning
and purpose. If a leader within an
organisation sincerely appreciates someone,
it sends the message: ‘You do matter, you
are important and I value the great work
you do.’ People donate their talents and
great work to many causes outside of work.
If you ask them why, they never say ‘for the
pay’. The answers will most often reflect
that powerful human desire to make
a difference, to feel valued and to do
something that transcends a pay cheque.
A successful recognition strategy is based
on so much more than moving up best
companies to work for rankings, or having
increasing scores on an annual engagement
survey, it is about aligning employees with
the values of the business, engaging them
with its mission, and recognising them
when they demonstrate the best facets
of its culture to clients and prospects.
This is the difference between a
workforce and an internal fan base, and
this is the lynchpin of world-class customer
service, productivity and growth ■
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Think strategic for
workplace wellbeing
Five top tips for building employee
engagement with health and wellbeing

Kirsty Jagielko | Head of marketing
Cigna

There is more to promoting health and
wellbeing in the workplace than adopting
healthy living initiatives or introducing new
employee benefits. It is about working
with employees to develop strategies to
improve their health physically and
mentally. Providing practical support and
building employee engagement is key
to achieving this.
Building engagement with a health and
wellbeing strategy takes careful planning.
However, it is very beneficial for employee
motivation and retention, not to mention
savings in absence and sickness costs for
the organisation.
Here are five top tips to get started:

iStock

Gather evidence
Statistics are useful for identifying trends
and focusing attention.

“A STRATEGY
IS MORE
LIKELY TO
SUCCEED IF
EMPLOYERS
SHOW
HOW MUCH
EMPLOYEE
FEEDBACK
IS VALUED”

An online health risk assessment (HRA)
is a popular starting point. This helps to
develop a basic understanding of
employees’ needs and the issues they may
be facing, both inside and outside of work.
These might be related to demographics
such as age, family status and income, or
lifestyle challenges such as smoking, alcohol
misuse or poor diet and activity levels.
Other popular information sources
include medical plan dashboards,
management reports, staff surveys,
performance reviews and occupational
health reports.
Ta l k w i t h e m p l o y e e s
A strategy is more likely to succeed if
employers show how much employee
feedback is valued.
Once employers have a clear picture
of the issues affecting employee health
and wellbeing, they can begin to open up
communication lines. Invite employee
feedback on their current benefits package
and recommendations for the future. They
will have important contributions to make
regarding the shape, look and feel of any
strategy that is implemented.
Engaging employees with initiatives
at this early stage will also help them feel
valued and demonstrates that the employer
truly cares about them as individuals. Once
a new approach has been decided, keep
employees regularly informed on progress.
Review a strategy regularly, make changes
and introduce new ideas to maintain
employee interest.

Ta k e a h o l i s t i c a p p r o a c h
Supporting employees at all stages of
their health journey will help reach
all demographics.
At this stage, using all the information
the employer has gathered, it can be
valuable to create an employee healthcare
journey. This will help to map out all the
benefits the employer may want to use to
support an employee with a health issue.
It is important to consider all scenarios from
prevention of ill health through rapid access
to treatment and support for those living
with a health condition.
Providing access to a private medical
plan is central to most organisations’ health
and wellbeing strategies. Comprehensive
plan benefits provide peace of mind for
those in need of medical or therapeutic
care. Recent innovations in the private
health market, such as general practitioner
(GP) video consultation services and
self-referral routes, encourage rapid access
to care.
Online virtual assistant tools provide tips
for healthy living and information on how to
manage living with some health complaints.
Communicate to motivate
Effective communication ensures employers
get the maximum return on investment.
Communication is probably the most
important element for success. Health fairs
are an effective launch platform, so speak
to benefits providers about how they can
help support these events. Thereafter,
consider competitions such a weight loss
campaign or walking challenge. Above all,
keep it fun and rewarding. Even recognition
in an organisation’s internal newsletter
has the power to motivate.
Share results
Effective measures will help identify what
is, or is not, working.
Re-running an online HRA can help
employers check whether their strategy has
had an impact. It can also help to identify
new areas that need to be addressed. Share
the anonymous results, especially where
improvements have been made. If something
did not work, get feedback on why and
take suggestions on how to improve
for next time.
If an organisation is making great
progress, it may want to consider entering
benchmarking awards such as the Investors
in People Health and Wellbeing standard.
Healthier people drive a healthier business.
So supporting and engaging people with
their health is essential ■
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A trump card
for motivation
Are gift cards the ultimate
staff reward?

Sarah Chesterton | Commercial manager
Sainsbur y’s Business Direct

We all know it is important for employers
to show employees how much they
appreciate them; thanking them for their
hard work and loyalty while gearing them
up for the challenges and opportunities
of the next quarter.
But what is the best reward to give
them to keep them motivated and engaged
throughout the year? Cash seems like the
obvious answer, enabling employees to
spend their reward on whatever they
choose. But is this always the best option?
Well, perhaps not. Cash incentives and
bonuses often get swallowed up by
personal bills or get added to an employees’
salary and therefore go unnoticed. In turn,
this can leave employees feeling
disengaged and undervalued.

“RECIPIENTS
CAN TREAT
THEMSELVES
WHICH CAN
CREATE A
POSITIVE
ASSOCIATION
WITH THEIR
EMPLOYER”

A retail gift card on the other hand can
firstly provide an instant acknowledgement
of a job well done.
Secondly, when the employee goes to
spend the gift card, they are reminded why
they received it in the first place.
Thirdly, it gives the person spending
the gift card some sort of memory or
positive association between the reward
and their employer.
But selecting the right gift card to award
to employees is a key part of the process.
Supermarket gift cards have grown in
popularity as a staff reward, perhaps due to
the tough financial climate of the last few
years? On one hand, a supermarket gift
card can be used to help the family budget
work harder and stretch further when
spent on food and daily essentials.
Alternatively, recipients can treat
themselves to larger-ticket items like
a bottle of champagne or perhaps even
a new iPad or television, which can create
a positive association with their employer.
Positive memories
Experiential and ethical gift cards are
also growing in popularity, enabling
employees to make the most of their
precious spare time or feel like they are
making a difference. The long-lasting
benefit of using a gift card in this way, is
that employees will always associate the
memory of the experience day or item
they buy with their employer. Such
associations can be so important to
staff morale and motivation.

Another advantage of awarding gift cards
over cash is that employers can also make
savings by bulk buying cards. Most
suppliers offer substantial discounts when
buying a high volume of gift cards, which
means that these can work out cheaper
than giving the cash equivalent. This is an
attractive prospect in the current financial
climate when budgets are tight.
Easy administration
Gift cards are also easy to administer
and take delivery of. They can be reloaded
remotely, allowing them to be sent out
without any value on them, guarding
against theft and avoiding secure delivery
charges for employers. This function also
means that the provider can top up
additional awards remotely as and when
the employer wants to issue a reward.
Other advantages include the
management of gift cards by employees,
who can often manage their cards online,
for example checking their balance or
transaction history, with the ability to
cancel their cards if these are lost or stolen.
Cash may seem like the obvious staff
reward and there will always be an
employee who would prefer to receive cash
as an incentive. However, there is evidence
to suggest that gift cards are a more
effective method for year-round staff
reward. These help to create a memory or
positive association between the reward
and the employer. It is this that helps to
engage staff for the year ahead, which is
the ultimate goal of a reward programme ■
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Need a dental
plan that cares
for employees
and their
extended family?
Eldercare gives employees the
opportunity to extend their dental
health package to cover the people
they love. More and more, people
have the care of their parents to
consider as well as their own, so
our plan has been designed to
provide both financial and (perhaps
more importantly) emotional
reassurance for everybody.

Denplan Limited, Denplan Court, Victoria Road, Winchester, SO23 7RG, UK. Tel: +44 (0) 1962 828 000. Fax: +44 (0) 1962 840 846.
Part of Simplyhealth, Denplan Ltd is an Appointed Representative of Simplyhealth Access for arranging and administering dental insurance. Simplyhealth Access is incorporated in England and Wales, registered no. 183035
and is authorised by the Prudential Regulation Authority and regulated by the Financial Conduct Authority and the Prudential Regulation Authority. Denplan Ltd is regulated by the Jersey Financial Services Commission for
General Insurance Mediation Business. Denplan Ltd only arranges insurance underwritten by Simplyhealth Access. Premiums received by Denplan Ltd are held by us as an agent of the insurer. Denplan Ltd is registered in
England No. 1981238. The registered ofﬁces for these companies is Hambleden House, Waterloo Court, Andover, Hampshire SP10 1LQ.
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Watch your
workforce’s mouth
Achieve engagement objectives
with a dental scheme

Vittoria Gallagher | Corporate marketing executive
Denplan

Employers have a wide range of benefits
to consider. More employers are now
understanding the value of adding a dental
plan to their benefits package.
According to the Denplan corporate
decision makers survey 2016, 84% of
employers with a dental plan believe
that the benefit shows they care about
employees and 82% of employers with
a dental plan believe that it enhances
employee wellbeing. So how can employers
ensure they are properly engaging their
employees with dental plans?

iStock

Knowing the workforce
First, organisations must understand their
workforce. A one-size-fits-all
communications plan will not have the
same impact as tailored communication
plans, which demonstrate a firm’s
understanding and consideration of its
workforce, and how to get through to them.

“84% OF
EMPLOYERS
WITH A
DENTAL PLAN
BELIEVE THAT
THE BENEFIT
SHOWS THEY
CARE ABOUT
EMPLOYEES”

For example, a predominantly young
workforce might be more receptive to
information via social media, or may use
their smartphones much more than an older
workforce. Employers should, therefore,
choose a provider which will take the age
range (as just one example) of their
workforce into consideration when tailoring
communications to ensure these are
appropriately targeted.
Oral health indicator
Another way to increase engagement and
encourage take-up of a dental benefit is to
highlight the importance of oral health and
the impact it has on overall health and
wellbeing. A dentist is likely to be the first
person to spot the early signs of mouth
cancer, and rather than looking at just an
individual’s teeth, a dentist also assesses
the wellbeing of their mouth.
It is now widely recognised that there
are proven links between gum disease and
conditions such as diabetes, strokes and
heart disease. Dental problems can disturb
how people eat, sleep and work, as well as
affect an employee’s emotional wellbeing.
Having healthy employees who regularly visit
a dentist close to work, means less time and
money lost in absenteeism. What is more,
employees who have access to a preventive
benefit in place, such as a dental plan, means
that they could also reduce an organisation’s
private medical insurance premiums.
When selecting benefits, employers
should look further than simply cost.
Employers should form a relationship with

a provider that will help them to engage
with their employees. Key questions to ask
include: Other than price, what else can the
provider bring to the table? Does it have
an extensive network of dentists that
employees can use? And can it provide an
online search facility to make it easier for
employees to find a dentist close to work?
Can its dentists offer extra discounts and
how easy is it to claim back once employees
have visited the dentist? Will administration
be an issue for HR departments and how
can a provider eliminate that?
Employers should also look at
a provider’s ability to provide regular
communications so the employee
understands their dental plan and all this
offers. Bespoke marketing communications
help to maximise engagement and
employees will be more likely to buy in
to the benefit. Working with a provider on
national campaigns such as Dry January and
National Smile Month will be advantageous
to employer, provider and employee.
Other ways to boost engagement can
include choosing a provider that has
industry expertise. For example, historically
cover has only been available for child
dependants, so what about those without
children or those that have flown the nest?
This is by no means a full guide to
increasing employee take up, but a few
examples of how an employer can increase
engagement and maximise the return on
investment for their dental plans, which can
be beneficial for both the organisation and
its employees ■
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At Cigna, we know you’re looking for soluঞons that do more than return your employees to health when
they’re sick. You’re also looking to drive engagement – with health improvement and with your business.
But it can be complex trying to Cnd the right path to reach your healthy business goals.
Cigna
1 Knowe Road
Greenock, Scotland
PA15 4RJ
T 0800 169 58 59
E cbc@cigna.com
W www.cigna.co.uk
Cigna UK HealthCare BeneCts
CignaUK
@CignaUKHB

Cigna will help you navigate the complexiঞes by:
• designing a health plan that meets your business needs
• delivering beer insights to drive your business health prioriঞes
• ensuring your people are supported every step of the way
We do this through choice, experience and health engagement.
We proacঞvely manage employee health beneCts and employee health risks by providing leading edge
managed medical plans and dental beneCt soluঞons.

Keeping dentally Ct isn’t diLcult or expensive and can make a huge di@erence to how you feel about
yourself. Dental problems can contribute to lifelong oral and general health issues many are preventable
which is why looking a[er your oral health is so important.
Corporate Sales
T 01962 828008
E corporatenewbusiness@denplan.co.uk
W www.denplan.co.uk/companies
www.linkedin.com/Denplan
www.bitesizeblog.co.uk
@DenplanB2B

O.C. Tanner
6A Imprimo Park
Lenthall Road
Loughton
Essex
IG10 3UF
T +44 (0)20 8418 7400
E recogniঞon@octanner.co.uk
W octanner.co.uk

Denplan is the UK’s largest dental payment plan specialist with over 25 years of experience arranging plans
for employees and their families at discounted rates. We arrange varying levels of cover with reimbursement
for rouঞne and restoraঞve treatment and worldwide dental injury and emergency cover. Our plans are
speciCcally designed to suit di@ering dental needs and promote regular denঞst visits.

At O.C. Tanner, we develop global employee recogniঞon strategies and reward programmes that help
companies appreciate people who do great work. Celebraঞng great work inspires people to invent, to create,
to discover. When people are inspired, companies grow.
The recogniঞon programmes that we build are each unique, driven by very speciCc client objecঞves and
management styles. They do, however, share three essenঞal strategies: Encourage E@ort, Reward Results and
Celebrate Careers.
Our soluঞons are engineered to broadcast achievement, to share what great work looks like and to inspire
every employee to make a di@erence.

For sta@ rewards, employee beneCts and sales promoঞon, Sainsbury’s has the answer to your business needs.
Using a Sainsbury’s Gi[ Card is one of the most popular ways to moঞvate, reward and inspire your colleagues
and clients. Why? Because they’ll love the massive choice of products on o@er at Sainsbury’s, from food and
drink to Tu fashion, entertainment, electrical and home & garden accessories.
Sainsbury’s Business Direct
PO Box 138
Annitsford
Cramlington
NE23 7WL
T 0870 0101351
E info@sainsburysbusinessdirect.co.uk
W www.sainsburysbusinessdirect.co.uk

Why choose Sainsbury’s Gi[ Cards?
• More than 1,300 stores naঞonwide
• 1000s of product choices including food, wine, Tu fashion, homewares, CDs, DVDs, books, electrical and garden products
• Choose from a range of Gi[ Cards or mulঞple denominaঞons of Gi[ Vouchers
• Electronic Gi[ Cards — reloadable and can be managed online
• Easy and quick to order
• Save money with compeঞঞve discount rates for bulk orders
• Valuable Nectar points can be earned with every Gi[ Card redeemed in store
• Quick response codes printed on Gi[ Cards means you can obtain an instant balance using your smartphone
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